INTRODUCTION
In South Africa sport sponsorship has enjoyed a remarkable growth since the early 1990s, largely due to South Africa's re-admission to international sport and the substantial increase in television coverage of major sporting events. Sport sponsorship and advertising expenditure in South Africa exceeded R2.7 billion in 2002. Table 1 illustrates the historical run of SA sponsorship spending since 1985.
Conceptual framework argue that the practice of sponsorship by marketing practitioners has developed by trial and error and that much has been learnt in this The views of , Hoek as cited by , and Cornwell and Maignen (1998) allude to the existence of inadequately researched relationships between sponsorship objectives, sponsorship activities (leverage), and sponsorship evaluation.
In particular, Hoek as cited by , identifies two distinct areas that merit more detailed research attention. The first is the evaluation of sponsorships and the second should focus on the outcomes of sponsorships.
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The image or reputation of a corporate brand might be enhanced when a sponsorship meets the requirements of other stakeholders such as the broad public, staff or the authorities (government).
The objectives set the Raptor Award entrants fit into those categories identified by international sport sponsorship experts such as and , Table 2d coverage/publicity and the opportunity to advertise were important throughout 1999 to 2003. Hospitality objectives did not rate highly amongst the respondents. Table 2c shows that Sales at the event-objectives were Pope (1998) argues that the use ofmedia reach and cost effectiveness are now largely discounted by both theoreticians and practitioners alike. He quotes and as proof of his statement. argue that there is a clear shift from emphasising media objectives to emphasising corporate objectives (e.g. corporate image).
The objectives set the Raptor Award entrants fit into those categories identified by international sport sponsorship experts such as and , Table 3 summarises, according to an identified keyword, the frequency of different sport sponsorship objectives favoured by the Raptor Award entrants. Table 2d coverage/publicity and the opportunity to advertise were important throughout 1999 to 2003. Hospitality objectives did not rate highly amongst the respondents. Table 2c shows that Sales at the event-objectives were 
RECOMMENDATIONS
If it is agreed that South African sport is in transition then sport sponsors should:
• analyse whether their sponsorships are only aimed at gaining commercial effects or whether they have a responsibility to contribute to the successful management of sport as well;
• convey sound business principles to the properties they sponsors; and
• to a greater extent draw other stakeholders into the sponsorship such as the broad community, staff and the authorities.
The value added by a sponsorship is not restricted to those that attend the event or activity but acceptance and respect is also gained in the community at large. Through an involvement in sponsorship, sponsors
should not merely just seek awareness for a brand, but they have to position the brand in such a way that everybody understands that the brand is part of society and that the sponsorship offers benefits to the entire population.
That is why a sponsorship can also benefit smaller sponsors such as a local retailer or a small manufacturer who cannot manage to achieve television coverage but who is able to build community relations by 314 VAN HEERDEN 
